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ABSTRACT 
 
Brands facilitating and sustaining healthy brand communities on social networks such as Twitter, 
benefit from collaborative engagements where members are inspired to suggest innovative ideas, 
solve problems and enjoy a sense of commitment to their social membership co-creative space. We 
explored how brand innovation practices contribute to the collective value-creating practices within the 
social media based brand community hosted by the official City of Johannesburg (CoJ) Twitter 
account. This purposive sample include 1 232 tweets during Youth Day, followed by one in-depth, 
semi-structured interview with the social media manager of the CoJ Twitter account to confirm and 
contextualise findings. Thematic analysis in a qualitative design found five of six brand innovation 
practices, namely animation, openness, linking, structuring and theorisation. The CoJ social media 
based brand community was co-created innovatively owing to high levels of engagement, room for 
fun and effective communication on service delivery issues, so that the brand community continuously 
increases its membership and commitment. Findings confirmed eight of twelve value-creating 
practices, namely welcoming, empathising, governing, evangelising, justifying, grooming, customising 
and commoditising. The healthier a brand community, the more extensive the variety of innovation 
practices for a brand. 
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INTRODUCTION 
Brand communities based on social media are characterised by collaboration among members who 
typically engage with one another and with their favourite brands. Hosted by brands on social media, 
fans engage in these communities to extend the brand experience, co-create brand value and enjoy 
opportunities to express their passion for a brand (Sorensen 2015, Sorensen, Andrews & Drennan 
2017). Thus, brand innovation and brand value are not communicated in the conventional one-way 
process from management to passive consumers but are rather actively co-created by members of a 
brand community in a social network (Kaur, Dhir, Rajala & Dwivedi 2018). This article examines how 
brand innovation practices contribute to the collective value-creating practices within the social media 
based brand community hosted by the official City of Johannesburg Twitter account on the historically 
significant date of 16 June, annually celebrated as Youth Day, furthering a body of previous work.  
With the rapid expansion of Internet, social media has emerged as a new communication 
avenue for city branding initiative. Social media content, therefore, presents academic researchers 
with important new opportunities to study a range of topics in a naturally occurring setting (Ahmed, 
Bath & Demartini 2017, 80). Previous studies have acknowledged that the social media-based brand 
communities are potential platforms for practising user-centric service innovation (Kaur et al. 2018, 
206; Kamboj, Sarmah, Gupta & Dwive 2018). When understanding the community-like qualities and 
value-creating practices (Parmentier 2015; Schau, Muniz & Arnould 2009) of social media-based 
brand communities, brand managers may benefit from highly devoted consumers (Andersen 2005, 
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48). An innovative brand community is characterised by collaborative partnerships in a co-creative 
space between the brand and the community to discuss, modify, give innovative input, socialise and 
solve problems etc. (Parmentier 2015). Therefore, a healthy brand community demonstrate a wide 
range of interrelated practises to inspire further co-creation, foster prolonged engagement and is 
encouraged by the brand so that the community can freely modify products, should they wish (Schau 
et al. 2009).   
Parmentier (2015, 79) defines innovation as a “process that takes place across the firm and 
the brand community”. Value-creating practices refer to the value created through brand activities and 
interactions to produce outcomes that create value for the brand, its stakeholders, and the 
environment (Schau et al. 2009). Muniz and O'Guinn (2001, 415) have defined brand community as a 
“specialised, non-geographically bound community, based on a structured set of social relations 
among admirers of a brand”. Laroche, Habibi, Richard and Sankaranarayanan (2012, 1757), and 
Habibi et al. (2014, 2016) have preferred the term social media based brand communities, defined as 
“brand communities established on the platforms of social media”. Examples include brand 
communities for Lego where users submit and vote for ideas for new designs, and Figment where 
Random House publishers engage with authors to submit and discuss new stories for publication. 
Other examples include brand communities for Playstation, Xbox, Harley-Davidson and Starbucks 
fans (Brenner 2017; Fournier & Lee 2009; Gilliland 2017).  
The vibrant Twitter-based brand community of the CoJ  
The most popular social media platforms in South Africa at the time of the study include Facebook, 
Instagram, LinkedIn and YouTube (Goldstuck 2018). Compared to the rest, Twitter is the platform of 
choice for engaging in public discourse, debates and commenting on news of the day (Goldstuck 
2018). Although not attracting a diverse audience, the profile of Twitter users typically includes 
journalists, corporate communications, marketers, social media enthusiasts and technology 
professionals, which implies that Twitter’s influence is disproportionate to its size (Gillin & Gianforte 
2012,18). In South Africa, Twitter users have grown over the past few years and had 8-million users 
by 2018, following YouTube with 8.74 users and the biggest social network, Facebook, with 16 million 
users (Goldstuck 2018). 
The CoJ is one of eight metropolitan municipalities in South Africa, namely Ekurhuleni 
Metropolitan Municipality (East Rand), Buffalo City (East London), City of Cape Town, City of 
eThekwini (Durban), City of Tshwane (Pretoria), Mangaung Municipality (Bloemfontein) and Nelson 
Mandela Bay Metropolitan Municipality (Port Elizabeth). These municipalities provide residents with 
electricity, water, refuse collection, sewage maintenance, emergency services, healthcare, traffic and 
road support, libraries, and parks services (Mawson 2011). The need for engagement between 
municipalities and their residents to resolve problems, improve services related to billing issues, 
repairs, maintenance, construction, corruption and other local government issues.  
There are several reasons the vibrant Twitter based brand community for the COJ is suitable 
for this study. Compared to the other seven metropolitan municipalities in South Africa. The official 
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Twitter account of the City of Johannesburg (2018) had the largest number of followers. At the time of 
the study, CoJ had 635 154 followers and 180 033 tweets. Another large metropolitan municipality 
such as the City of Tshwane had 306 608 followers and 48 742 tweets.  
The CoJ Twitter account has often been commended for best practise in social media 
management, such social media management team members signing off tweets using their initials to 
demonstrate transparency and authenticity in an environment often criticized for scripted responses 
(Media Update 2017). In addition, Twitter communities praise CoJ’s humorous and witty responses to 
trending topics or in reaction to angry criticism against service delivery shortcomings (Lindeque 2016; 
Fourie 2017; Media Update 2017; Phala 2015). Humorous, fun, unique and authentic responses are 
not always associated with an inanimate local government social media account, which are some just 
of the reasons cited why the CoJ Twitter has gained notable traction (Media Update 2017). 
Other ways in which the vibrant Twitter based brand community for the COJ is fostered, is the 
collaborative space for sharing innovation and value-creating practices. To uphold a close relationship 
with its community, the CoJ social media management team engages with their community outside 
office hours and even over weekends and public holidays, with a response rate of 99% over 24 hours 
(Phala 2015; Shezi 2015; Wild 2015). In addition to responding to hundreds queries and complaints, 
the CoJ social media community often helps the municipality to be accountable by reporting faults that 
have not been attended to or by sharing photos of service delivery problems that would otherwise 
may have gone unnoticed (Phala 2015). 
Taking advantage of the dialogical and real-time features of Twitter, the official 
@CityofJoburgZA account was established in 2012 to engage around service delivery issues, public 
service campaigns and events for the Johannesburg metropole (Geldenhuys 2017; Wild 2015). One 
example is the significant annual historical celebration of 16 June public holiday, known as Youth 
Day, to commemorate the 1976 Soweto Uprisings (South African History Online 2017). Back then, 
several school children were shot dead by police in the Johannesburg township, Soweto, when they 
staged a peaceful protest against the Apartheid government. Every year, commemorations include 
festivities such as concerts and public appearances by local government officials (Joburg, 2018; 
Olifant, 2017). Parallel to these real-life events, the CoJ reinforces the significance of Youth Day with 
its Twitter based brand community, especially relating to the need for socio-economic development of 
young people in the city. Given the historical significance and relevance of Youth Day, Twitter 
engagements on 16 June was the most appropriate from which to draw a purposive sample for this 
study in order to explore the brand innovation and value-creating practices for the CoJ Twitter based 
brand community. 
  
CO-CREATION PRACTICES IN BRAND COMMUNITIES 
The theory on brand communities explains a typical phenomenon in the paradigm shift from 
modernist monologue to post-modern dialogue and co-creation marks a shift from modernist top-
down to post-modern bottom-up communication (Muniz & O'Guinn 2001; Overton-de Klerk & Verwey 
2013). Brand-consumer engagement, is a shift from passive, isolated consumers to connected 
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consumers who are informed and active (Ramaswamy & Ozcan 2014, 32; Tokoro 2015, 75). The 
current post-modern environment where brands are being engaged on social networks (Habibi et al. 
2014, 125), brand management is no longer a linear process in management’s control. Brand 
meanings, brand identity and brand value are dynamically co-created (Black & Veloutsou 2017) 
between social media communities and a brand’s official social media account – a process by which 
brand value develops. As explained by Merz, He and Vargo (2009, 338), brand value is “co-created 
through network relationships and social interactions among the ecosystem of all stakeholders”. 
Muniz and O'Guinn (2001) have identified three typical practices of brand communities, namely 
shared consciousness, shared rituals and traditions, and a sense of obligation to the community 
among its members.  
Although, Facebook, Instagram, LinkedIn and YouTube are the most popular social media 
platforms in South Africa, Twitter is the platform for engaging in public discourse, debates and 
commenting on news of the day (Goldstuck 2018). Schau et al. (2009) concluded that four collective 
community value-creating practices are typically present in vibrant, sustainable online brand 
communities as unpacked in the next section. 
Value-creating practices co-created in brand communities 
Value-creating practices refer to the collaborative gains for both the brand and the brand community 
when activities and engagements result in something of value to all involved (Schau et al. 2009). 
Schau et al.’s (2009) twelve value-creating practices and their four collective community value-
creating practices are suitable constructs applicable to this study as illustrated in Table 1.  
Table 1: Value-creating practices adapted from Schau et al. (2009)  
Insert  
 
As illustrated in Table 1 above, value-creating practices are typically characterised by several 
interdependent constructs. These collaborative practices add value by being reproducible and 
repeatable since the community’s collective engagement in the practices is acts of value co-creation, 
according to Schau et al. (2009) and verified in a study by Laroche et al. (2012). Value is derived from 
the collective enactment of prolonged practices in a vibrant brand community whereby control is 
ceded to consumers who enhance engagement and build brand equity. In the process, more 
consumers eventually derive greater value from the brand as shown in the following section, the 
value-creating practices.  
The collective community’s social networking practices include welcoming whereby new 
members are welcomed, learn about the brand and the value system of the social collective. A related 
practice is empathising whereby emotional and/or physical support is shared to resolve failures 
experienced in relation to the brand or problems in members’ personal lives. Similarly, governing is a 
practice whereby expectations for members’ behaviour are articulated.  
The collective community’s community engagement practices include staking where members 
distinguish themselves clearly and uniquely from other groups or non-members. A related practice is 
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milestoning where significant occasions in brand consumption and ownership are articulated. The 
practice of badging refers to using symbolic acts to signify important brand milestones. Documenting 
involves the stories told about the brand relationship journey, the milestones reached or the 
customisation.  
The collective community’s impression management practices include evangelising whereby 
others are inspired to use the brand by sharing love for a brand and good news stories about the 
brand. A related practice is justifying, which is the rationalisation of the time and resources spent by 
fans obsessed with a brand.  
The collective community’s brand usage practices include grooming, which involves the 
rituals and care taken to look after a brand for optimal usage. Customising refers to efforts to change 
factory specs or to create fan fiction/fan art to alter favourite storylines or imagery. In a related 
practice, commoditising involves criticism given to other members or brand managers to monitor their 
behaviour or tell them what to do.  
Stephenie Meyer’s Twilight Saga (Schau et al. 2009) identified brand innovation practices in 
co-created brand communities. Involving a passionate community in every step of the promotional 
campaign, a website hosting forums facilitate practices such as evangelising, welcoming and 
justifying. The practice of empathising is evident as the community is asked to share thoughts on 
spirituality, philosophy and politics. Forums also engage in milestoning, documenting and badging 
practices while fan fiction contests facilitate customising. In sub-communities, such as Twilight 
Mothers, social differentiation and staking are facilitated. The practice of grooming is present as brand 
communities share tips on how to keep signed copies of books in pristine condition. Commoditising is 
not practised online, but newsletters with information about events organised by fans express 
commoditising offline.  
 
The collective community’s value-creating practices were confirmed following Schau et al. 
(2009) and Laroche et al. (2012), who concluded that the effects of social media based brand 
communities include increased value, brand loyalty, brand trust and members’ feelings of belonging to 
a community. Habibi, Laroche and Richard’s (2014; 2016) study extended the value-creating 
practices and confirmed that social media based brand community practices are shared 
consciousness, rituals and traditions, and obligations to society. The three practices that positively 
influence brand relationship quality and brand loyalty are brand community practices, the value-
creating practices and brand innovation practices. Parmentier’s (2015) study concluded that six brand 
innovation practices with their specific co-creative functions similarly characterise vibrant, sustainable 
online communities, discussed in the next section. 
 
Brand innovation practices co-created in brand communities  
Russo-Spena and Mele (2012, 527) defined brand innovation as “a phase of the innovation process 
resulting from dynamic and on-going interactions among resources, actions, and a group of actors”. 
The integration and interactions between brands and consumers often lead to co-creation and 
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collaboration that innovate the brand. Co‐creation indicates an active, creative and social 
collaboration process between developers and customers (users), facilitated by a brand, in the 
context of brand exposure, new product or service development (Füller, Matzler & Hoppe 2008, 614). 
Brand innovation takes place in a brand community when the consumer-brand relationships, the 
marketers and the product are investigated (Muniz & O’Guinn 2001, 413).  
 Valuable innovations are created by bringing together lead, creative, and other types of users 
to generate ideas and new functions, uses and contents relating to brand innovation (Parmentier 
2015). This study uses Parmentier’s (2015) six brand innovation practice concepts, namely animation, 
openness, structuring, linking, theorising and integration, illustrated in Table 2. 
Table 2: Brand innovation practices identified in a brand community 
Insert 
Parmentier (2015, 9) identified six brand innovation practices within a brand community, structured 
according to the coherent phases of the innovation process (see Table 2). These will be further 
explored as follows: 
 
Animation 
An animated community is characterised by being interesting, active and welcoming opportunities to 
engage in the co-creation of innovation. Animation strengthens the brand community and gives 
members reasons to log on to the brand community’s platform. 
Openness 
Openness implies the practice whereby the design of innovations is opened up to contributions by 
allowing members to participate in the initial design or modification of an innovation so it meets their 
needs. Similar to animation, openness leads to attraction and engagement of creative members in co-
creation activities. Contributions are welcomed at all stages of innovation development and sustained 
in an environment where everyone can freely participate. 
Structuring 
Structuring is a practice where the community is organised into smaller interdependent and 
complementary user groups. Members are categorised based on their skills and their contribution to 
the value of the brand’s innovative offer. User groups’ contributions are recognised by the larger 
community, which motivates continuous contributions, collaborations and participation.  
Linking 
Linking refers to a practice in which communication channels bring the community and the brand 
together as co-creators. In the process, ideas are suggested, circulated, modified, evaluated, 
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discussed, enriched and assessed. Forums, websites and meetings are communication channels to 
further facilitate linking practices such as technical support and clearly identified leaders.  
Theorisation 
Theorisation is a practice whereby the community enjoys speaking about and clarifying its evolution, 
reasons for being, objectives, values and rules that are easily understood by newcomers who also 
adapt to the community’s co-creative culture. Mostly practised by community spokespeople, 
theorisation helps to adopt member contributions and attract new members when they are aligned 
with community values.  
Integration 
Integration is a practice to incorporate members’ creations such as product enhancements, adding 
additional functionalities or customising features. The quality of member contributions is evaluated 
and appreciated to encourage new members to participate in the co-creative innovation process. 
Integration therefore facilitates community growth, since a community becomes more valuable for its 
members the more content it possesses. Parmentier (2015) argued that the most vibrant, passionate 
and enduring brand communities are those that engage in the brand innovation practices. The same 
argument is true for the value-creating practices discussed in the previous section.  
METHODOLOGY 
A qualitative design using exploratory research formed the basis of the study because of a lack of 
information on social media-based brand communities collaborating on Twitter, especially pertaining 
to the CoJ brand community. Non-probability purposive sampling (Suri 2011, 64-65) comprised the 
collection of two sets of data. Firstly, were collected and downloaded for analysis using a reliable 
application called twDocs (twDocs.com). A paid-for version of the application was used to enable the 
exporting and saving of tweets in an Excel spreadsheet format. Meeting the sampling criteria, the 
purposive sample comprised 90 tweets made by the official CoJ Twitter account and 1 142 tweets 
mentioning the CoJ on Youth Day, 16 June 2017. As such, the co-creative space between the brand 
and the Twitter community constitutes a social media based brand community, hosted by the CoJ. 
Using thematic analysis, the purposive sample of 1 232 tweets were coded manually by the 
researchers.  
Secondly, data was collected during a semi-structured, in-depth interview with the social media 
manager of the CoJ to gather thick descriptions (Clarke & Braun 2013) and gain a deeper 
understanding of the social phenomenon in question. Moreover, the interview served to provide a 
contextual, more complete and holistic portrayal of the findings which a singular method may overlook 
(Jick, 2008:108). At the same time, the range and depth of the context (Guba, 1981:86) were 
maximised using purposive sampling to confirm and strengthen findings.  
Thematic analysis was applied in a sequential manner to explore themes emerging from the two sets 
of data, namely 1 232 tweets and one interview transcript. After completing an analysis of the tweets, 
an interview guide was drawn up, based on the themes related to brand innovation practices. In this 
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manner, data collected during the interview confirmed brand innovation practises identified in the 
tweets. 
Miles and Huberman’s (1994) three-step model of qualitative data analysis was applied to 
enhance rigour in this study, including data reduction, data display and drawing conclusions. 
Thematic analysis enabled the researchers to immerse themselves in the data and for themes to 
emerge from the data (Guest, MacQueen & Namey 2012:16-17), and then grouping together themes 
that convey similar meanings and categories from the data.  
Measures were taken to strengthen the trustworthiness of the study. To enhance replicability, 
the researchers used a codebook with a list of operational definitions of codes (Saldaña 2013). 
Memoing outlined the ideas, insights about codes and their relationships whilst analysing the data 
(Glaser 1978, 83). A pilot study by Clarke and Braun (2013, 580) was conducted to enhance 
dependability and ascertain the capabilities of the twDocs application, which was purchased to 
download tweets from which to draw the purpose sample. Confirmability was strengthened through an 
audit trail and data analysis with peer researchers (DePoy & Gitlin 2016, 321). Themes were adjusted 
after a pilot analysis of a 10% sample of data by discussing codes and code memos with another 
suitable researcher. Two sources, namely tweets and an interview transcript from the study further 
enhanced confirmability and dependability. An in-depth, semi-structured interview strengthened the 
dependability of the interview guide. 
  
Ethical considerations 
 
The social media manager of the CoJ was not pressured into voluntary participation (Kılınç & Fırat 
2017, 1462) and was asked to sign an informed consent form (Creswell & Poth 2017). The participant 
had the option to withdraw from the research at any time without any negative consequences. All 
steps were taken to keep the identity of the participant anonymous. We kept data without the identity 
of the participant (Tolich 2016, 37).  
The Twitter handles of the tweets we kept intact, since tweets are publicly accessible. As Ahmed, 
Bath & Demartini (2017, 82) indicate, “if a tweet contains a hashtag, then the user tweeting this has 
intended for their tweet to be visible to a broader audience, and therefore informed consent is not 
necessary when reproducing the tweet in an academic article”. Additionally, “Twitter profiles and 
tweets are, by default, set to public visibility and, consequently, Twitter could be considered more of a 
public space” (Ahmed et al 2017, 85). 
FINDINGS AND DISCUSSION 
Results of research objective 1: To explore the collaborative brand innovation practices expressed in 
the social media based brand community for the City of Johannesburg on Twitter on Youth Day 
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The five themes that emerged from the data within the context of this study were expressed 
somewhat differently compared to the six brand innovation practices identified by Parmentier (2015), 
illustrated in Table 3 below.  
Table 3: Brand innovation practices for the CoJ Twitter-based brand community  
Insert  
 
Integration was not relevant as a brand innovation practice for the CoJ Twitter-based brand 
community.  
Events 
The theme, events, occurred the most frequently and is related to animation as a brand innovation 
practice. Events refer to occasions that let brands engage in a high-touch environment where deeper 
connections between brands, customers, vendors, prospects and partners can be forged (Langaroodi 
& Arbatani 2015, 3461; Nisar & Whitehead 2016, 747).  
Figure 1: Examples of typical tweets about Youth Day commemorations and communal sporting 
activities  
Insert 
In addition to gatherings such as concerts, exhibitions and seminars, most of the tweets engaged 
around the excitement experienced when participating in the events at the Hector Peterson Memorial 
in Soweto. Some tweets contained updates and information related to commemorations around the 
city and related events such as sport tournaments, workshops and seminars that happened on Youth 
Day, as illustrated in Figure 1 and Figure 2. 
 
Figure 2: Examples of typical tweets about Youth Day commemorations and communal sporting 
activities  
Insert   
 
Many tweets discussed trophies, score-lines and analysed the matches. Tweets incorporated 
hashtags, especially hashtags associated with trending topics to stimulate engagements and interest. 
Those who could not attend the events, tweeted about missing out and how they would spend their 
time on Youth Day.  
The thematic analysis of the tweets was confirmed in the analysis of the interview transcript. 
The CoJ social media manager articulated: “We must take our products to the customer and we must 
see where our customer is… especially the online events…” 
Assimilation  
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The theme, assimilation, occurred the second most frequently and is related to structuring as a brand 
innovation practice. 
Several tweets engaged with interdependent and complementary Twitter-based brand 
communities to assimilate service delivery across the municipality’s jurisdiction such as City Power, 
Johannesburg Water and the emergency management services. Most of these tweets engaged 
around technical support and resolved queries around power schedules, maintenance and billing. 
Several tweets showcased complementary Twitter-based brand communities’ talents and creativity, 
illustrated in Figure 3. 
Figure 3: Examples of typical tweets illustrating assimilation of sub-communities  
Insert  
The results of the tweets regarding the assimilation practice was confirmed in the analysis of the 
interview transcript. The CoJ social media manager articulated that “we support all the departments, 
especially those that do not have communication functions”. 
  
Social media based dialogue 
 
The theme, social media based dialogue, occurred the most frequently and is related to openness as 
an identified brand innovation practice. 
Social media-based dialogue was expressed in the broader sharing of ideas and opinions, 
typically by engaging, remixing and commenting on trending current affairs, as demonstrated 
in Figure 4 below. The analysis of the interview transcript confirmed that:  
Straight-forward tweets won't get you that much impact…so our role is to take 
government content, tweak it and make it more interesting, more funkier, and push it 
out on to a trending topic, that's when it performs much better.  
The CoJ social media manager explained, that the tongue-in-cheek and creative tweaking of 
messages adds to the fun and entertainment enjoyed by the community. 
Several tweets also expressed communal appreciation, encouragement, gratitude and 
reciprocal compliments as illustrated in Figure 4. 
Figure 4: Examples of typical tweets humorously commenting on current affairs and reciprocating 
compliments in the theme, social media-based dialogue 
Insert  
 
 
Often, members’ contributions generated several ideas and suggestions, specifically reciprocal advice 
on preventing hijackings, fire prevention, and saving water and electricity. The analysis of the tweets 
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was confirmed in the analysis of the interview transcript. The CoJ twitter manager mentioned that the 
CoJ Twitter-based brand community is open to, welcomes and engages with ideas tweeted by 
anyone, regardless of whether they are followers of the CoJ account or not.  
 
Updates 
 
The theme, updates, occurred the most frequently and is related to linking as a brand innovation 
practice. 
Updates comprised several engagements and retweets about the CoJ’s mayoral 
management news, news about new developments, billing information, future plans, service delivery 
updates, live steaming news from CoJ events, and engagement with breaking news around South 
Africa. Several tweets also comprised announcements about upcoming events, safety and security 
alerts about fires and taxi strikes as illustrated in Figure 5 below. 
 
Figure 5: Examples of typical tweets illustrating an upcoming event announcement and a safety 
alert in the theme, updates 
Insert  
 
 
The analysis of the tweets was confirmed in the analysis of the interview transcript. The CoJ social 
media manager mentioned that collaborative community engagement was preferred to one-way 
updates, because “we have also learnt that residents don't really like it when you just push content to 
them”. CoJ Twitter-based brand community members also wanted the CoJ to engage instead of 
pushing so many announcements to the brand community.  
Ethos  
 
The theme, ethos, occurred the most frequently and is related to theorisation as a brand innovation 
practice. 
Ethos or communal values were solidified in most of the tweets honouring heroes from the 
1976 Soweto Uprisings and liberation stalwarts, some supported by extracts from the movie Sarafina. 
While some tweets questioned the legacy of Nelson Mandela given the socio-economic problems still 
facing many black people, many others honoured his contribution.  
The ethos expressed in hashtagged tweets such as #WomenSafety condemned gender-
based violence and spoke out for community safety. A few tweets evoked humorous engagements 
around a funny tweet by the CoJ to condemn drinking and driving. See Figure 6. 
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Figure 6: Examples of typical tweets illustrating the theme, ethos 
Insert  
 
 
The analysis of the tweets with regard to ethos was confirmed in the analysis of the interview 
transcript. The CoJ twitter manager commented that “whenever people take us on some of their good 
causes be it clean-up, helping the orphanages whatever the case will be, we will try and promote their 
messages as well”.  
 
Results of research objective 2: To explore how brand innovation practices contribute to the collective 
value-creating practices within the social mediabased brand community of the City of Johannesburg 
on Twitter. 
 
Schau et al. (2009) argued that highly engaged brand communities become valued partners 
in a brand’s innovation process. Brands are getting more innovative about the way they engage with 
consumers on Twitter. Value-creating practices imply collaborative gains and benefits for both the 
brand and the brand community when engagements result in something of value to all involved 
(Schau et al. 2009). Brand innovation practices therefore contribute towards the collective value of a 
brand’s innovative offer (Parmentier 2015). 
By analysing the four brand innovation practices that emerged from the data, we found that 
these correspond with the benefits expressed in eight brand value-creating practices as illustrated in 
Table 4 below. 
Table 3: Description of brand innovation practices that also benefit from value-creating practices in 
the CoJ Twitter-based brand community 
Insert 
 
 
 
As illustrated in Table 4, brand innovation practices that also benefit from value-creating practices are 
as follows: 
Animation and associated benefits: welcoming, evangelising and customising 
 
Welcoming as a value-creating practice, functions by establishing intangible emotional ties to 
online brand communities (Schau et al. 2009). Findings suggest that the valued benefit derived from 
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animation as a brand innovation practice, was the positive feeling of wanting to belong to a brand 
community that was interesting and lively with regular events to attend in real life or to follow online.  
Evangelising creates value by enhancing the brand perception while enlarging the brand 
community (Schau et al. 2009). Therefore, findings indicated that the valued benefit derived from 
animation as a brand innovation practice was being inspired to become a brand ambassador for a 
vibrant brand community and praising real life events among fellow members and non-members.  
The value of customising lies in the unique modifications to suit individual needs (Schau et al. 
2009). Findings suggested that the valued benefit derived from animation as a brand innovation 
practice was sharing the fun and creativity associated with modifying official brand messages related 
to real life events.  
Structuring and its associated benefit: commoditising 
 
Commoditising as a value-creating practice functions by enhancing the use of the brand, 
which may be either the sharing of ideas to look after a brand for optimal usage or criticism when the 
community or brand manager did not meet expectations. These findings suggested that the valued 
benefit associated with structuring as a brand innovation practice was the engagement with 
complementary and interdependent brand community member groups to resolve criticism in order to 
enhance optimal brand usage. 
Findings indicated that four value-creating practises, namely staking, milestoning, badging 
and documenting were not relevant in this study. These practices may be more suited to brand 
communities who admire a product brand rather than a municipal brand such as the CoJ. Staking, 
milestoning, badging and documenting were prevalent in a study of Twilight Saga brand communities 
(Schau et al. 2009). 
Linking and associated benefits: empathising and grooming 
 
Empathising as a value-creating practice, occurs by homogenising the community through 
strong emotional support system whereby reciprocal advice, resources, goodwill and sympathy were 
shared (Schau et al. 2009). Findings indicated that the valued benefit associated with linking as a 
brand innovation practice was the reciprocal emotional or physical support and goodwill exchanged 
by alerting one another about issues that affect the community.  
Grooming as a value-creating practice was evident when sharing tips around optimal brand 
usage (Schau et al. 2009). Findings implied that the valued benefit associated with linking as a brand 
innovation practice was circulating tips or advice and discussing ideas on how to improve the lives of 
the community. 
Theorisation and associated benefits: governing and justifying 
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Governing as a value-creating practice functions by homogenising the community with 
reinforcing social or moral bonds and emotional appeal (Schau et al. 2009). Therefore, findings may 
indicate that the valued benefit associated with theorisation as a brand innovation practice is where 
members are expected to have strong feelings of commitment to a community of shared values. 
Justifying as a value-creating practice, is evident when brand ambassadors rationalise or joke 
about their preoccupation with their favourite brand (Schau et al. 2009). Findings imply that the valued 
benefit associated with theorisation as a brand innovation practice is a community comprising brand 
ambassadors preoccupied with engaging around their reasons for being, clarifying shared values and 
reiterating rules to new and existing members.  
Findings indicated that animation was the most frequently occurring brand innovation 
practice, which was evident in the CoJ Twitter-based brand community in the form of events. Many 
real life events held on Youth Day ignited engagement on Twitter confirming Parmentier’s (2015) 
argument that online communities require regular events as animation tools, to maintain and 
strengthen social relations and participation in the co-creation of innovation. Moreover, animation by 
means of staging events, provides members with reasons to follow the CoJ on Twitter and join the 
conversation, since the community comes across as being lively, active and interesting. Events 
stimulate a highly engaged CoJ Twitter-based brand community that actively participates in the co-
creation of innovation. By means of reflecting on and educating the community about historically 
significant events such as Youth Day, sharing photos by those who are attending the events in real 
time, which in turn, elicit further discussions, analyses and excitement amongst those who were 
following events as they unfolded on Twitter. 
The second most frequently occurring brand innovation practice was structuring, which was 
expressed in the theme, assimilation. Interdependent and complementary Twitter-based brand 
communities’ talents and creativity were assimilated into the CoJ Twitter-based brand community, 
confirming Parmentier’s (2015) view that interdependent communities bring value to one another, 
which grows the community and increases members’ motivation to continue contributing their 
innovative creations and suggestions. 
The third most frequently expressed brand innovation practice was openness, by means of 
the theme, social media based dialogue, and also the theme, linking, by means of updates. With 
regard to openness, data revealed the enjoyment experienced when the community was encouraged 
to voice tongue-in-cheek comments, poke fun at trending topics or creatively tweak official 
announcements. Openness, therefore, encourages members to freely co-create, modify and 
contribute creatively (Parmentier 2015).  
With regard to linking, engagement with CoJ announcements, safety and security alerts to 
improve the well-being of residents and breaking news, was evident. The result was that dense 
relationships were established in a social group of co-creators who supported one another 
(Parmentier 2015).  
The least frequently occurring brand innovation practice was theorisation, expressed in the 
data as the theme, ethos. Communal values were solidified in engagements paying tribute to the 
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heroes from the 1976 Soweto Uprisings and liberation stalwarts while also debating whether freedom 
has truly released the problematic socio-economic legacy of Apartheid. Theorisation brings common 
understanding, shared introspection and values (Parmentier 2015).  
Findings indicated that integration was not applicable as a brand innovation practice for the 
CoJ Twitter-based brand community. Integration refers to the incorporation of community suggestions 
into revised, new versions of product or service innovations (Parmentier 2015). Integration was not 
relevant in this study, because of the small sample of Tweets drawn on Youth Day. A longitudinal 
study drawn from a larger sample may have enabled the study to locate data that relate to integration. 
 
CONCLUSIONS  
The vibrancy of the CoJ Twitter-based brand community is evident from the five of the six brand 
innovation practices that benefit from eight of the twelve associated brand value-creating practices 
within the social media based brand community of the City of Johannesburg on Twitter. Healthy brand 
communities demonstrate a high number of brand innovation practices. As such, value-creating 
practices do not act in silo, they are collaborative and interlinked while also facilitating the co-creation 
of brand innovation. 
Brand innovation practices in the vibrant CoJ Twitter brand community are elevated by 
relevant hashtags, retweets, humorous memes and incorporating trending topics into discussions, 
thereby extending the benefits of co-creating innovation to Twitter users who may not be already part 
of the community. These benefits include the co-creation on innovative solutions to service delivery 
challenges, enhancing feelings of belonging to a close-knit community of shared values, reciprocating 
goodwill and celebrating the proud legacy of liberation stalwarts. As such, opportunities to participate 
in and comment on real life events, further reinforces the benefits of membership to a community that 
is lively, active and interesting 
An animated community reinforces relationships between the CoJ and its brand community 
which, in turn, welcomes innovative suggestions for improvement of services and the livelihood of its 
citizens. The community becomes a resource for value creation resulting in something of value to all 
involved. These result in co-created benefits including mutually beneficial brand loyalty, brand trust 
and feelings of belonging to a community, shared consciousness, rituals, traditions and obligations to 
society. 
Brand innovation practices contribute towards the collective value of a brand’s innovative 
offer. The CoJ Twitter-based brand community is commended for best practice in social media 
management. Considering that a wide spectrum of service delivery challenges typically evokes angry 
criticism on Twitter, the CoJ Twitter-based brand community has nevertheless been effective in 
establishing an animated, lively and interesting brand community that continues to attract 
engagement and a committed following.  
We recommend that brands allocate resources to suitably skilled social media managers to 
maintain relationships with Twitter brand communities and value the community as a pool of talent. 
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Furthermore, social media based brand communities regularly engage in real life events to strengthen 
social relations. Social media managers should consider the use of humour to enhance engagement 
and add a sense of fun to the community ethos. Finally, social media managers co-create a wide 
range of brand innovation practices from associated value-creating practices as brand ambassadors, 
to extend the reach and engagement of the community. 
 
 
 
 
 
 
REFERENCES 
Ahmed, W., Bath, P. and G. Demartini. 2017. Using Twitter as a Data Source: An Overview of Ethical, 
Legal, and Methodological Challenges. In: Woodfield, K., (ed.) The Ethics of Online Research. 
Advances in Research Ethics and Integrity (2). Emerald, 79-107. 
Andersen, P. H. 2005. Relationship marketing and brand involvement of professionals through web-
enhanced brand communities: The case of Coloplast. Industrial Marketing Management, 
34(3): 285–297. 
Black, I. and C. Veloutsou. 2017. Working consumers: Co-creation of brand identity,   
consumer identity and brand community identity. Journal of Business Research, 70: 416-429. 
Brenner, M. 2017. 5 examples of brilliant brand communities that are shaping the online world. 
https://marketinginsidergroup.com/content-marketing/5-examples-brilliant-brand-communities-
shaping-online-world/  
City of Joburg. 2018. @CityofJoburgZA. https://twitter.com/CityofJoburgZA.  
Clarke, V. and V. Braun. 2013. Successful qualitative research: A practical guide for beginners. 
London: Sage. 
Creswell, J. and C. Poth. 2017. Qualitative inquiry and research design: choosing among five 
approaches. London, United Kingdom: Sage. 
DePoy, E. and L.N. Gitlin. 2016. Introduction to research: Understanding and applying multiple 
strategies. London: Mosby. 
Fournier, S. and L. Lee. 2009. Getting brand communities right. https://hbr.org/2009/04/getting-brand-
communities-right.  
Füller, J., K. Matzler and M. Hoppe. 2008. Brand community members as source of innovation. The 
Journal of Product Innovation Management, 25(1): 608-619. 
17 
 
Geldenhuys, N. 2017. How City of Joburg’s Twitter makes government Communications fun. 
https://www.mediaupdate.co.za/social/141179/how-city-of-joburgs-twitter-makes-government-
communications-fun. 
Gilliland, N. 2017. Six successful examples of online brand communities. 
https://econsultancy.com/six-successful-examples-of-online-brand-communities/  
Gillin, P., and G. Gianforte. 2012. Attack of the customers: Why critics assault brands online and how 
to avoid becoming a victim. Charleston: Createspace. 
Glaser, B.G. 1978. Theoretical sensitivity. Mill Valley, CA: Sociology Press. 
Goldstuck, 2018. SA social media landscape 2018. http://website.ornico.co.za/wp-
content/uploads/2017/10/SML2018_Executive-Summary.pdf  
Guba, E. G. 1981. Criteria for assessing the trustworthiness of naturalistic inquiries. ECTJ, 
29(2):75-91. 
Guest, G., K. M. MacQueen and E. E. Namey. 2012. Applied thematic analysis. Thousand Oaks, CA: 
Sage. 
Habibi, M. R., M. Laroche and M. Richard. 2014. Brand communities based in social media:  
How unique are they? Evidence from two exemplary brand communities. International Journal 
of Information Management, 34(2): 123-132. 
Habibi, M.R., M. Laroche and M. Richard. 2016. Testing an extended model of consumer behaviour in 
the context of social media-based brand communities. Computers in Human Behaviour, 
62(1): 292-302. 
Jick, T.D. 2008. Mixing qualitative and quantitative methods: Triangulation in action. In Plano 
Clark, V. L., & Creswell, J. W. (eds.). The mixed methods reader. California: Sage. 
Kamboj, S., B. Sarmah., S. Gupta and Y. Dwive. 2018. Examining branding co-creation in brand 
communities on social media: Applying the paradigm of Stimulus-Organism-Response. 
International Journal of Information Management, 39(1): 169–185. 
Kaur, P., A. Dhir, R. Rajala and Y. Dwivedi. 2018. Why people use online social media brand 
communities: A consumption value theory perspective. Online Information Review, 42(2): 
205-221. 
Kılınç, H. and M. Fırat. 2017. Opinions of expert academicians on online data collection and voluntary 
participation in social sciences research. Educational Sciences: Theory & Practice, 
17(1):1461–1486. 
Langaroodi, A. and T.R. Arbatani. 2015. The impact of the knowledge acquired from social media on 
market orientation and organizational innovation. IJABER, 13(6):3459-3470. 
Laroche, M., M.R. Habibi, M. Richard and R. Sankaranarayanan. 2012. The effects of social media 
based brand communities on brand community markers, value creation practices, brand trust 
and brand loyalty. Computers in Human Behaviour, 28(5):1755-1767. 
Mawson, N. 2011. Joburg call centre collapses. 
https://www.itweb.co.za/content/JBwEr7nNaoW76Db2/nG98YdMLrNvX2PDJ.  
18 
 
Media Update. 2017. How City of Joburg’s Twitter makes government communications fun. 
https://www.mediaupdate.co.za/social/141179/how-city-of-joburgs-twitter-makes-government-
communications-fun. 
Merz, M.A., Y. He and S.L. Vargo, 2009. The evolving brand logic: A service-dominant logic 
perspective. Journal of the Academy of Marketing Science, 37(3): 338–44. 
Miles, M.B. and A.M. Huberman. 1994. Qualitative data analysis. California: Sage Publications. 
Muniz, A.M. and T.C. O'Guinn. 2001. Brand Community. Journal of Consumer Research, 27(4): 412-
432. 
Nisar, T.M. and C. Whitehead. 2016. Brand interactions and social media: Enhancing user  
loyalty through social networking sites. Computers in Human Behaviour, 62:743-753. 
Olifant, K. 2017. MMC Nonhlanhla Sifumba to join Youth Day Commemoration in Soweto. 
https://www.joburg.org.za/media_/MediaStatements/Pages/2017%20Press%20Releases/150
62017-MMC-Nonhlanhla-Sifumba-to-join-Youth-Day-Commemoration-in-Soweto.aspx. 
Overton-de Klerk, N. and S. Verwey. 2013. Towards an emerging paradigm of strategic   
communication: Core driving forces. Communicatio, 39(3): 362-382.  
Parmentier, G. 2015. How to innovate with a brand community. Journal of Engineering and 
Technology Management, 37: 78–89. 
Phala, M. 2015. Meet the hero behind City of Jozi’s Twitter account. https://www.thedailyvox.co.za/tk-
the-quirky-personality-behind-cojs-social-media/. 
Ramaswamy, V. and K. Ozcan. 2014. The co-creation paradigm. California: Stanford   
University Press. 
Russo-Spena, T. and C. Mele. 2012. Five Co-s’ in innovating: A practice-based view. Journal of 
Service Management, 23(4):527–553. 
Saldaña, J. 2013. The coding manual for qualitative researchers (2nd edn.). London: Sage. 
Schau, J.H., M.A. Muniz and J.E. Arnould. 2009. How brand community practices create value. 
Journal of Marketing, 73(5):30–51. 
Sorensen, A. 2015. Social media for social good: Value creation in social media based cause brand 
communities. PhD thesis. Queensland University of Technology. 
https://eprints.qut.edu.au/91391/4/Anne%20Sorensen%20Thesis.pdf. 
Sorensen, A., L. Andrews and J. Drennan. 2017. Using social media posts as resources for engaging 
in value co-creation: The case for social media-based cause brand communities. Journal of 
Service Theory and Practice, 27(4):898-922. 
South African History Online. 2017. The June 16 Soweto Youth Uprising. 
http://www.sahistory.org.za/topic/june-16-soweto-youth-uprising. 
Suri, H. 2011. Purposeful sampling in qualitative research synthesis. Qualitative Research Journal, 
11(2):63-75. 
Tokoro, N. 2015. The smart city and the co-creation of value: A source of new   
competitiveness in a low-carbon society. Tokyo: Springer. 
Tolich, M. 2016. Qualitative ethics in practice. Walnut Creek, California: Routledge. 
19 
 
Wild, S. 2015. Meet the City of Joburg's social media ninja. https://mg.co.za/article/2015-07-16-the-
trials-of-the-man-behind-joburgs-twitter-account. 
 
